™ Towa Publisher 


and The Bulletin of 
THE IOWA PRESS ASSOCIATION 


September, 1950 


Printing Prices Steady, 
5th Annual SUI Study 
Shows .. Oct. | to & 
Set As Newspaper Week * 
Colorado Editor _—Will 


Address Fall Meeting 
VoLuME 22 : NuMBER 9 


Published monthly by The School of Journalism 
State University of lowa, lowa City 


4 
| 
4 
| 
. 
| 
| 
| 
x 
-~ 
| 
= 
| 
| 
x 
> 
=< 
> 
| 
> 
ay 
| 
> 
=) 
| 
> 
j 


but Bee 


is a newspaper 


The busy collector of honey is completely 
oblivious of the question of lower case or 
capital letters. Not indifferent, however, 
are the folks who put out newspapers 
named for Apis mellifera. 


For the same reason, we have a lively 
interest in the use of a capital initial 
for Coke, the friendly abbreviation for 
Coca-Cola. Spelled with a lower case ‘‘c,” 
it means something entirely different. 


Coke and Coca-Cola are registered trade- 
marks which distinguish our product. And 
good practice requires the owner of a 


trade-mark to protect it diligently. That's 
why we ask you always to spell Coke with 
a capital “C.” It’s as important to us as 
the use of a capital initial in the spelling 
of a newspaper’s name. 


Calli 


“Coke” 


TRADE MARK 


Ask for it 

either way... both 
trade-marks mean 
the same thing. 


THE COCA-COLA COMPANY 


| 
i 
1se 
| 
| 
% 
} & 
| 
j | 
: 
| 
| 
| 
| 
| 
a 


SURVEY OF PRINTING PRICES 
THE SUI BUREAU OF NEWSPAPER SERVICE 


Fifth Annual Prices Study 
Printing Prices Almost Unchanged 


By Arthur Wimer and James L. Julian / 


MADE BY 


Iowa printing prices have apparent- 
ly leveled off from their 1948 post-war 
peaks and are holding fairly close to 
1949 figures. 

The fifth annual study of printing 
prices by the Bureau of Newspaper 
Service at the State University of Iowa 
shows no significant or wide-spread 
changes, either up or down, for 1950. 
State average prices are higher this 
year than last for 16 comparable items 
and lower for 21. These fluctuations oc- 
cur in relatively narrow ranges, how- 
ever. 

Detailed breakdowns of the informa- 
tion furnished by 70 newspapers are pre- 
sented below in tabular form to facili- 
tate comparisons with findings of pre- 
vious years. Questionnaires were sent 
to all newspapers in the state, and the 
70 respondents this year represent a 
14 per cent drop from the 82 shops 
which reported figures for 1949. 

CHECK COMPARISONS 

Readers are advised that compari- 
sons between the various years indi- 
cated in the tables may not be wholly 
valid because the figures did not ne- 
cessarily come from the same newspa- 
pers. Numbers in parentheses indicate 
how many informants supplied data for 
each average which follows. 

Prices now being charged by the 70 
responding newspaper job shops for 
miscellaneous merchandise, printed en- 
velopes, letterheads, and ruled state- 
ments -are slightly above the figures 
reported for 1949. However, shops are 
getting less for 10 of 13 “per hour” 
categories which include such opera- 
tions as setting type, press work, fold- 
ing, and cutting. 
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Iowa printers are also getting slight- 
ly less for markups on stock used on 
jobs and for markups on “farmed-out” 


Pprinting and ruling. 


CompuTep Four Groups 

Averages in the tables were com- 
puted on the basis of four population 
groups to insure more equitable bases 
of comparison. Readers will note that 
appreciable variations occur in prices 
charged by the different 
groups. 

Group A includes 42 papers in towns 
with less than 1,500 population. 

Group B covers 14 papers printed in 
towns in the 1,500-3,000 population 
bracket. 

Group C consists of four respond- 
ents from cities of 3,000 to 5,000 per- 
sons. 

Group D includes 10 responses from 
cities larger than 5,000 residents. 

One of the most stable average prices 
is the markup of shops on stock used 
in jobs and for “farmed-out” printing 
and ruling. There have been only slight 
variations over a three-year period. 
QUESTIONS ASKED 

Editors were asked: “Suppose in fig- 
uring the selling price of a job, you 
find the stock costs $10.00 laid down 
in your shop. What do you price the 
stock at in figuring the job? Assume 
no cutting or other processing is needed 
before the stock goes to press.” Aver- 
age of all replies this year is $13.10; 
1949 average was $13.17; while the 1948 
average was $13.24. 

Another inquiry was: “You ‘farm 
ont’ a job of printing or ruling to a 
‘trade printer’ or ruling house. The job 

Continued on page 7 
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Continued from page 3 

costs you $10.00. What do you sell it 
for?” Average of 1950 replies is $13.23; 
for 1949 it was $13.63; and for 1948 
it was $13.65. 

For a “farmed-out” job costing $100, 
the 1950 average selling price is $125.84; 
the 1949 average was $128.09; and the 
1948 average was $128.34. 

BasED ON INSTRUCTIONS 

Information listed in Table I was 
based on these instructions: “Suppose 
you buy an article for $1, and sell it 
for $2. As we understand it, your mark- 
up is then 100 per cent, and your profit 
is 50 percent. Now, what is your per- 
centage of markup on these items? 
(Please do not give price—instead, list 
markup. )” 

Selling prices for press time on a 
per-hour basis are generally lower than 
they were in 1949 and 1948. Because 
of the wide variety of press sizes found 
in the shops which supplied informa- 
tion for this study, it is impossible to 
present comparable data in tabular 
form. Average per-hour prices being 
charged in 1950 follow: 

AUTOMATIC CYLINDER: (1) 10x14, 
$5.00; (5) 12x18, $4.06; (1) 22x28, 
$6.30; (1) 22x34, $3.00. 

HAND-FED CYLINDER: (3) 17x22, 
$5.08; (2) 22x32, $5.00; (3) 24x36, 
$4.08; (5) 25x38, $6.22; (1) 26x37, 
$4.50; (1) 2642x384, $2.50; (4) 30x44, 
$4.25; (4) 31x44, $3.92; (4) 32x44, 
$5.27; (1) 32x46, $3.50; (1) 33x48, 
$6.00; (1) 35x48, $5.00; (3) 35x50; 
$6.66; (2) 36x48, $4.50; (1) 38x50, 
$4.50; (1) 38x52, $6.00; (1) 38x56, 
$7.50. 


The Sumner Gazette has purchased 
a 4x5 Crown Graphic camera for news 
work. 


PRINTERS TO THE TRADE 


If you are rushed with work, 
we can help you. 
ESTIMATES FURNISHED 
Letterpress - Offset - Cerlox Plastic Binding 


Graphic Publishing Co., Inc. 
LAKE MILLS, IOWA 
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Community Service Theme 
Set for Newspaper Week 


Emphasis of 1950 National Newspa- 
per Week will be on services performed 
by the newspaper for its readers and 
its community, according to plans 
prepared by Stanford Smith, nation- 
al chairman of the 1950 week. 

Oct. 1-8 has been designated as Na- 
tional Newspaper Week, with Satur- 
day, Oct. 7, as National Newspaper Day. 
Slogan of the 1950 observance will be 
“American Newspapers — Truth to a 
Free People.” 

This slogan, according to Chairman 
Smith, points up the greatest service 
rendered by the American press, that 
of providing the people with factual in- 
formation on which to base an intelli- 
gent public opinion. The slogan also 
gives each newspaper publisher food for 
thought in re-appraising his own news- 
paper and in rededicating himself to 
the highest ideals of free journalism. 

This ties in with the theme of the 
1950 program — “Rededication to Com- 
munity Service.” Every publisher can 
examine his public service performance 
of the past year for his community and 
rededicate himself to the type of com- 
munity service performed by the Amer- 
ican press for many years. 

National Newspaper Week is spon- 
sored annually by Newspaper Associa- 
tion Managers. Serving with Chairman 
Smith, who is secretary manager of the 
Georgia Press association, are Cranston 
Williams, American Newspaper Pub- 
lishers association; William F. Canfield, 
Inland Daily Press association; Walter 
C. Johnson, Southern Pub- 
lishers association; J. Russell Heitman, 
Alabama Press association; Edwin A. 
Bemis, Colorado Press association, and 
Edwin O. Meyer. 


Madrid Publication Day Changed 

The Madrid Register - News has 
changed its publication day from Thurs- 
day to Wednesday. The paper is mailed 
at 8 a.m. Thursday. 
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A Mesoage to Newrpaper Adwertising Directou : 
IERE’Ss WHAT THE DOCTORS’ 


AT A TIME WHEN AMERICANS ARE 
DEFENDING FREEDOM from aggressive 
outside attack, the doctors of America be- 
lieve it is the occasion, too, for outspoken 
defense of freedom on the home front. 


AMERICAN DOCTORS BELIEVE the 
Voluntary Way is the American Way to 
solve problems of medical care, cost and 
service—and America’s progress and world 
leadership in medical affairs prove that con- 
viction. 


MILLIONS AGREE—dxut Compulsory 
Health Insurance—Socialized Medicine—the 
proven fore-runner of a completely Social- 
ized State—remains an active enemy 
of American voluntary action! 


oh full force of newspaper advertising will be brought to bear in October by 
the American medical profession in a peak effort of its National Education Cam- 
paign to defend the American System against the threat of creeping Socialism. 


Every daily and weekly newspaper of paid general circulation will 
carry a 70-inch advertisement affirming the doctors’ support of 
Voluntary Health Insurance and opposition to Socialized Medicine. 
Publication date for dailies will be October 11. Weeklies will carry 
the advertisement in issues closest to that date. 


CHAIN REACTION—FREEDOM STYLE 


The basic issue is freedom versus compulsion in America. More than 10,000 
publicly responsible organizations, representing many millions of 
Americans, emphatically have endorsed the side of freedom. 


NATIONAL EDUCATION CAMPAIGN 
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NEWSPAPER CAMPAIGN 


Here are just ten of the 10,000 National, State and local groups 
now on record against Compulsory Health Insurance: 


General Federation of Women’s Clubs 
National Association of Insurance Agents 
Catholic Hospital Association 

American Protestant Hospital Association 
National Association of Retail Grocers 
American Legion and Legion Auxiliary 
National Retail Dry Goods Association 
Veterans of Foreign Wars 

National Association of Retail Druggists 
American Farm Bureau Federation 


In every community, individuals, business enterprises and other 
organizations will welcome the doctors’ newspaper campaign as a 
favorable occasion to publish tie-in advertisements of their own— 
based on the theme: “The Voluntary Way is the American Way?’ 


A MANIFESTO OF FREEDOM 


Every newspaper may expect tie-in advertising in substantial vol- 
ume on this occasion. To aid advertising departments in serving this tie-in 
market, special kits of copy, art, mats and complete sales materials will be mailed 
to every newspaper 30 days in advance of medicine's general advertising schedule. 


Be on the lookout for your fie-in advertising kit. Use it. It will aid 
your newspaper in serving all those in your community who will wish to partici- 
pate in this crusade to reaffirm the basic principles of American freedom. 


THE VOLUNTARY WAY IS THE AMERICAN WAY! 


Address correspondence on tie-in advertising to 
Lockwood-Shackelford Advertising Agency 
57 East Jackson Boulevard, Chicago 4, Illinois 


AMERICAN MEDICAL ASSOCIATION 
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THE IOWA PUBLISHER 


And the Bulletin of the 
Iowa Press Association 


Published monthly at Iowa City, Iowa, by the 
State University of Iowa School of Journalism 


Edward F. Mason, Editor 
Mary Hamblin, Assistant 


Associate Editors: Don J. Reid, manager of 
the Iowa Press Association; Paul C. Smith, 
Rock Rapids Reporter, president of the Iowa 
Press Association. 


Officers of the Iowa Press Association 
Paul C. Smith, Rock Rapids Reporter 
President 
Carl Sexauer, Ogden Reporter 
Vice-President 
S. E. Tennant, Colfax Tribune 
Recording Secretary 
Ralph E. Shannon, Washington Evening 
Don J. Reid, Des Moines . Managing Director 
Lester G. Benz, Mitchell County Press 
and Osage News .. . . . Advisory 
Board of Directors; John R. Burrows, Belle 
Plaine Union; Duane E. Dewel, Algona, Kos- 
suth County Advance; R. P. Strauch, Elgin 
Echo; Lloyd McCutcheon, Sibley Gazette- 
Tribune; Willard D. Archie, Shenandoah 


Evening Sentinel; J. C. Moore, Winterset 
Madisonian. 


PROMOTE YOUR WEEK 

October 1-8 has been designated as 
National Newspaper Week. We hope the 
Iowa editors, who should know that “it 
pays to advertise,” will promote the 
week in local communities. 

Last year, it was pointed out by an 
Iowa PuBLISHER editorial, over 12,000 
column-inches in Iowa papers sent to 
SUI, were devoted to promotion of the 
week. 

Theme for the week is “Rededication 
to Community Service,” with the slo- 
gan “American Newspapers — Truth 
to a Free People.” Promotion can be 
carried out with these in mind. 

A few ideas used successfully in the 
past are listed below. We hope you 
will use them with your own ideas to 
make the national observance a_ suc- 
cess. 

Letters and proclamations: Have 
your mayor or city manager proclaim 
National Newspaper Week. You might 
have a cut made of the proclamation. 
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Letters of congratulations could be se- 
cured from civic leaders and city offi- 
cials for reproduction in your newspa- 


Introduce your staff: Run pictures of 
your staff and explain their jobs to 
readers. Let the readers know how a 
newspaper is produced. 

Cover the whole community: Your 
promotion should be seen by subscrib- 
ers and non-subscribers alike. National 
Newspaper Week provides an excellent 
chance to sell your paper to everybody. 

Picture your readers: Show how eag- 
erly your newspaper is read in the 
community by picturing people reading 
it — on street cars, in restaurants, at 
home. The local faces will build good- 
will and interest. 

Have contests: You might give a prize 
to your reader or readers whose names 
have been on your subscription list for 
the longest time. Let the old-time sub- 
scribers tell why they have subscribed 
for so long and what they like about 
your newspaper. 

You might run a contest for the old- 
est edition of your newspaper which 
your subscribers may have. The old edi- 
tions would make interesting window 
displays and reasons for saving them 
might produce good feature material. 


Aurelia Sentinel Sold to Buist 

William H. Buist, Sioux City, has 
purchased the Aurelia Sentinel from 
the E. C. Lighter estate. Mr. Buist has 
worked for papers in Remsen and Ode- 
bolt, and in 1927, became foreman of 
the mechanical department for _ the 
Mapleton Press. He was acting publish- 
er of the Press during World War II. 
For the past year he has been employed 
in commercial printing plants in Sioux 
City. 


For Competent and 
Honest Service It's 


214 National Loan Building 
Moorhead, Minnesota 
If You Want to Sell 
or Buy a Newspaper 


THE IOWA PUBLISHER 


> 
fe, 
Ho 
i 
i 
y 
| 
am 
= 
\ 


D> 


For the Journalism Museum 


Early IPA Programs Donated 


A valuable addition to the new 
seum sponsored by the SUI school of 
journalism has been made by James 
W. McCutcheon, publisher of — the 
Mount Vernon Hawkeye-Record. 

Mr. McCutcheon has contributed sev- 
eral original convention and banquet 
programs of the lowa Press associa- 
tion during its early period. The earli- 
est of the programs dates back to 1918, 


These are some of the earliest convention 
association. They were contributed by James W. 


at the third annual convention of the 
association. These programs, along with 
other contributions, will be placed in 
a museum of newspaper shop relics re- 
cently originated at SUL 

The programs cover the years 1918, 
1919, 1923, 1924, 1925, 1926, 1927, 1928, 
1929, 1932, 1933, 1934, and 1936. They 
were used during the year by an SUI 
graduate journalism student in_ pre- 


programs of the Iowa Press 
McCutcheon, Mount Vernon 


Hawkeye-Record, to the new SUI journalism museum of newspaper shop relics. 
The programs provide a good record of IPA activities during its early period of 


existence. 
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paring a thesis on the Iowa Press as- 
sociation. 

The programs make interesting read- 
ing and often give glimpses of the 
times and the activities of the associa- 
tion. In 1918, for instance, J. N. “Ding” 
Darling, Register and Tribune cartoon- 
ist, spoke on “Cartooning the War and 
Other Things”; and E. P. Adler of the 
Davenport Times, discussed “What the 
War Has Done To and For Newspa- 
pers.” The same year, according to the 
1918 program, IPA members visited 
the Camp Dodge army cantonment and 
the new Register and Tribune build- 
ing while they were in Des Moines. 

In 1923, the convention program 
promised “A la Volsted, everything 
that can be uncorked for the amuse- 
ment and entertainment of the visit- 
ing newspaper men, dailies and others, 
and their legislative friends, who are 
in the city, will be provided under the 
auspices of the Des Moines Chamber df 
Commerce, in the Ball Room of Hotel 
Savery. Dancers, smokes, ’n  every- 
thing! Ladies of the Newspaper Party 
who are present will be special guests 
at the Princess Theater on Thursday 
evening, at a real live comedy-drama 
—The Meanest Man in the World.’ 
Husbands ought to encourage their at- 
tendance.” 

And in 1924, “Ye Editor’s Soliloquy” 
adorned the front of the convention pro- 


gram: 


In stirring tone I laud the great; 

I fathom deep affairs of state; 

My vitriolic verbal shaft I hurl at 
treason, vice and graft! 

But neer the Rose without the 
Thorn! What literary caper 

Can buy a Pot of Printers Ink or 
fetch a Ton of Paper? 

Fate bids me rest my Esterbrook; I 
needs must clamber down 

From editorial heights to chase DIS- 
PLAY ADS round the town! 

In 1929, an interesting debate high- 
lighted the program. Debating the ques- 
tion, “Are Colymnists Worth While?” 
were John W. Carey, Sioux City Jour- 
nal, and H. A. “Tex” Grantham, DeWitt 
Observer, affirmative; and Harlan Mil- 
ler, Des Moines Register, and Ward 
Barnes, Eagle Grove Eagle, negative. 

Lawrence Jaqua, Humboldt Republi- 
can, made the first contribution to 
the museum in March, by sending two 
“shooting sticks” and some hand made 
composing rules. It is hoped other Iowa 
editors will send their newspaper shop 
relics for a permanent place in the 
SUI journalism museum. 


KEEP YOUR POWDER DRY 
The Wise Publisher Plays Safe 
with Permanently Bound Files 
Custom Built and Guaranteed 
PRICES ON REQUEST 
O. J. FORMAN COMPANY 
MONMOUTH, ILLINOIS 


JUST AS STRENGTH 


INSPIRES CONFIDENCE 
SO THE USE OF THE 


Franklin Printing Catalog 


orders accurately—profitably. 


Builds ASSURANCE in valuing printing 


WRITE TODAY FOR FREE TRIAL 


PORTE PUBLISHING COMPANY 
P. O. BOX 143. SALT LAKE CITY 5, UTAH 
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Editor Tells Contributors 
Why He Changes Stories 


“Whenever I bring in a news item, 
why do you change it all around?” 

That question is one of the most fre- 
quently asked in every home town 
newspaper office in the country. Some- 
times it is asked in considerable exas- 
peration, 

The answer is, of course, that news 
stories are easier to read, better under- 
stood, take less space, when they are 
written to conform to a somewhat flex- 
ible pattern. That style, developed over 
the years, is fairly uniform in all news- 
papers because it was designed to 
evaluate the facts for their news values 
and tell them quickly and clearly. 

A well written, straight news story 
presents its outstanding information in 
the opening paragraph, or lead. What 
follows after that is amplification, addi- 
tional details. 

There are excellent reasons why news 
story style is best, among them: (1) 
The reader can quickly read the lead, 
and quit there if the story fails to in- 
terest him or her. (2) It permits cut- 
ting or reducing the length of the story, 
to get it into a particular place in the 
paper, by eliminating from the bottom. 
As these bottom paragraphs contain 
less important details, their removal 
will not seriously reduce the informa- 
tion the story is conveying. 

The editor tries to pack his paper 
with as much news as he can get writ- 
ten in clear, readable style, and ar- 
ranged to give the paper a varied and 
attractive appearance. Yet he cannot 
prepare the entire content of an_ issue 
in an hour or a day. 

Because writing, editing, setting type, 
putting the type in the page forms and 
printing, addressing and delivering take 
time, they must start early enough to 
conclude at a specified time each issue. 

If news stories are not written so 
they can be made to fit the space as- 
signed to them, much time will be lost 
and the paper will contain few stories 
and be less interesting. 

The editor is a specialist whose 
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stock-in-trade is an understanding — of 
what interests people. He welcomes 
news and does his best to present it in 
accurate, readable, interesting form. 
Next time you bring in a news item, 
and it is “changed all around,” remem- 
ber that it was rewritten into news 
style to help you make it of interest 
to the greatest possible number of the 
paper's readers. 
— Webster City Freeman-Journal 


Roach Succeeds Kunzman 


On the Anamosa Journal 


Fred Roach, 24, Rock Rapids, has tak- 
en over the position of assistant man- 
ager of the Anamosa Journal. He suc- 
ceeds Dick Kunzman in handling news 
and pictures for the Journal. 

Mr. Roach went to Anamosa from 
Sibley, where he was news editor and 
assistant advertising manager of the 
Gazette-Tribune. He previously served 
as news editor of the Lyon County Re- 
porter at Rock Rapids. 

Dick Kunzman, news editor of the 
Journal since 1949, is now publisher of 
the Nelsonville, Ohio, Tribune. 


Bellevue Herald Sold 

Effective Aug. 1 the Bellevue Herald 
was sold to Thomas A. Bates of Gene- 
seo, Ill., and Donald Murray of Fulton, 
Ill., by Mr. and Mrs. Carl Johnson. 

Mr. Bates, who has worked as news 
editor of the Geneseo Republic for the 
last two and a half years, will be editor 
and publisher of the Herald. Mr. Mur- 
ray will continue to devote the major 
part of his time to the Fulton Jour- 
nal, which he has operated since Decem- 
ber 1945. 

Mr. and Mrs. Johnson have not an- 
nounced their plans for the future. 


Times Has New Correspondent 

The West Branch Times has added 
Mrs. Robert Slach as correspondent for 
Cedar Bluffs and Plato. 
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lowa Press Conference 
To Hear Colorado Plan 
Told by Houston Waring 


The annual fall newspaper confer- 
ence, which has been a fixed custom 
in Iowa for many years, will be held 
in Iowa City Oct. 13 and 14 under aus- 
pices of the school of journalism of the 
State University of Iowa. 

Headline speaker will be Houston 
Waring, editor of the Littleton (Colo- 


HOUSTON WARING 


rado) Independent, a winner of eight 
community service trophies in the 23 
years of his editorship. 

Outstanding present public service 
of the Independent and its editor is 
sponsorship of the Colorado editorial 
advisory board, which Mr. Waring is 
expected to describe at the Iowa City 
meeting. 

This project assembles a group of 
editors four times a year in Denver to 
consider critical comment on the press 
and to get new background on the so- 
cial sciences and foreign affairs. Forty- 
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five authorities on many subjects have 
addressed the council since its estab- 
lishment. 

Mr. Waring started the department 
of journalism at the University of Den- 
ver in 1933 and was its part-time 
chairman for six years. He was a Nie- 
man fellow at Harvard university in 
1944-45, received the first “outstanding 
alumnus” citation from the University 
of Colorado college of journalism, and 
the Crosman award in 1950 for best 
editorial writing. 

Another out-of-state speaker on the 
fall program will be Mrs. Esther Oberg 
of the Lake City (Minn.) Graphic, 
whose topic will be “Classified.” 


George Franklin Rinehart 

George Franklin Rinehart, 86, a for- 
mer Iowa newspaper publisher, died at 
Long Beach, Cal., in July. Mr. Rine- 
hart published the Newton Herald in 
the early 1900's, and later he and an 
associate bought the Des Moines Tri- 
bune from Charles D. Hellen, who had 
started the publication in East De¥ 
Moines. 


Union Has New Mats 

The Moravia Union has installed a 
new font of Regal Intertype matrices 
on its linotype. 


Paper Changes Size, Ownership 

The Center Point Independent, edited 
by Jean Strong, has enlarged its format 
from tabloid size to seven columns by 
21 inches. Jim Bennett, publisher of 
the LaPorte City Progress - Review, 
recently purchased the Independent 
from Ralph Young. 
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EXTRA! EXTRAI 


TO GIVE YOUR NEWSPAPER 
NEW PERSONALITY ... EXTRA 

& DISTINCTIVENESS, 
+ EEADABILITY ... 


Your readers will appreciate 
the extra legibility Times Roman 
gives;—it actually has a forward 
motion that speeds the eye from 
letter to letter and word to word. 
And it’s so compact that you can 
use it in a larger size than your 
present news face without in- 
creasing body linage. Designed 
to please readers’ eyes and bud- 
get figures, Times Roman is 
available in sizes from 5% to 
14 point—with italic and small 
caps, or with bold. For a paper 
that invites readership, ask your 
representative about 
Times Roman today. 


Mergenthaler Linotype 
Company 
& Brooklyn 5, New York 


TRADE MARK 
Bet im Times Roman 
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Our Customers’ Corner 


Any business concern must keep in constant touch with 
the needs and interests of the public it serves. 


That is why A & P each week includes in its regular 
merchandising ads a “Customers’ Corner” section in which 
we invite criticisms and suggestions regarding our operations. 


These “corners,” occupying only a small part of each 
ad, bring us many thousands of letters each year. . . .com- 
plaints, praise and valuable suggestions. 


This steady response furnishes further evidence, if any 
were needed, of the pulling power of newspaper advertising. 


It shows, too, the deep personal interest that A & P cus- 
tomers have in their store and this company. 


It is one more demonstration of the earnest desire of the 
men and women of A & P to serve our customers well by do- 
ing the nation’s most efficient job of food distribution. 


A&P FOOD STORES 
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